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Abstract：
The primary aim of this paper is to examine brand building in tourism in the context of the rapidly changing information 
society. After reviewing studies on brand building, I will point out that it is important to devise a strategy to promote 
brand-communication. SNS （Social Network Service）, as a communication device, should be evaluated for the new 




























































































































































































































































































４． ブランドと観光産業 ・ 地域振興事業






















































































































































５ ． デジタル時代の消費者行動と観光産業のブランド ・ ビル
ディング
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